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Introduction
Today metaphors are generally accepted in the language of business communication and they are widely used in business discourse. Metaphor means transference of a word from one context into another; metaphor is described as "a means by which one thing is described in terms of something else" (M. Long/ J. Richards 1999: x) . It is the notion of either comparison or resemblance that creates the basis for metaphor -instead of the literal meaning of words or expressions native language users can easily produce metaphors and understand their figurative meaning. Metaphors add variety, imagery, spice and colour to the language. Thanks to metaphors business English users can express their views, feelings and opinions in a stronger, and sometimes more emotional or persuasive way.
G. Lakoff and M. Johnson (1980) are of the opinion that metaphoric expressions reflect the metaphorical nature of the concepts that structure our everyday activities. They claim that most of the ordinary conceptual system people create is metaphorical in nature and that our cognition is metaphorical. Thus the conceptual system used in thinking is reflected in the conceptual system on which communication is based. Metaphors reveal patterns of thought that are characteristic of individuals and of groups. Some popular business metaphors, e.g. advertising campaign are used in many European languages. S. Thornbury says that people "resort to and depend on the use of metaphor when it comes to verbalizing their experience: metaphors help them to see what is invisible, to describe what otherwise would be indescribable " (1991: 193) .
In the language of business communication, metaphors reflect the way of thinking. L. Cameron and G. Low in their book Researching and Applying Metaphor (1999) say that metaphor is fundamental to the way language systems develop over time and to the way human beings consolidate and extend their ideas about themselves, their relationships and their knowledge of the world. A classical Arabic saying that a metaphor is the bridge to reality seems to be true since metaphor "links and comprises the known and the unknown, the tangible and the less tangible, the familiar and the new" (M. Cortazzi/ L. Jin 1999: 149) .
Longman Dictionary of Language Teaching and Applied Linguistics says that "metaphors are important means by which words carry both cultural and semantic meanings, and each language has its own metaphors that have been accumulated over time" (J. Richards/ R. Schmidt 2002: 201) . This statement helps to explain why metaphoric expressions are widely used in business communication practice. Metaphoric expressions have been extensively studied by psychologists, cognitive linguists, sociologists and philosophers but not by applied linguists. "While the role of metaphor in language has been a focus of considerable interest in linguistics and other fields since the pioneering work of Lakoff and Johnson and has been the focus of several thousand journal articles, it has received much less attention within applied linguistics" (M. Long/ J. Richards 1999: x) .
The role of high-frequency metaphoric expressions in the language of business communication needs to be explored in greater detail. Analyses of these metaphoric expressions from the point of view of applied linguistics can shed some more light on the nature of business communication. The aim of the paper is to present the most popular business metaphors, to suggest a classification of these expressions, to analyze their most common classes and to identify their role in today's business communication. Firstly, the paper presents a list of selected high-frequency metaphors used in the language of business communication. The list is organized in two ways: (1) formally -according to the structure of metaphor, and (2) semantically -according to the concept underlying a given metaphor. These two categorizations are followed by examples of business metaphors excerpted from a corpus of articles published in the Wall Street Journal. Finally, selected qualities of business metaphors and the challenges some metaphors pose to non-native speakers are discussed.
Formal classes of business metaphors
Following H.G. Widdowson's principles of classification, we can say that "generally speaking, things are classified in linguistics in much the same way as they are classified everywhere else: on the basis of similarity (…). It is indeed of the very nature of language itself, as we have seen, that enables us to impose an order on things in the physical world by classifying them in conventionally convenient ways" (H.G. Widdowson 1996: 30) .
The examples of popular business metaphors (excerpted from the following sources: Cambridge Business English Dictionary and Thesaurus -www: dictionary.cambridge.org/dictionary/british; Longman Business English Dictionary 2007; and Oxford Collocations Dictionary 2008) presented below are classified alphabetically according to their structure into the following formal categories: one-word metaphors and compounds, two-word metaphors of four groups (noun + noun metaphors, adjective + noun metaphors, verb + noun metaphors, verb + adjective/adverb metaphors) and finally, multi-word metaphors.
It is hoped that such a classification may contribute to a more detailed description of the most popular metaphors used in the language of business communication.
Category 1  one-word metaphors : anchor, barometer, bubble, bundle, cannibalization, cap, ceiling, coffers, cowboy, dilemma, dog, dormant, entrant, fence, fleece, float, floor, flotation, flourish, flyer, friends, gearing, ghost, giant, gilts, hawk, incubator, ink, intangibles, jeep, jungle, knock, lemon, leverage, liaise, liquid, liquidity, listed, loaded, magnate, maturity, mecca, melon, mushroom, niche, officer, parachute, pet, prospect, quotations, recruit, seconds, smurf, solvent, star, sweetener, tangibles 
Classification of popular business metaphors according to the underlying concept
In English for business communication we can distinguish several semantic classes of metaphors. Examples of popular high-frequency metaphors (other than those presented above but excerpted from the same source) are divided into five groups according to the criterion of the literal meaning of the concept underlying a given metaphor. It is difficult to classify all metaphors used in the language of business communication into specific groups based on their underlying concepts. The list above, however, shows that the majority of the metaphors used in English reflect the concept that business is fight, war, battle, risk and rivalry on the market. Another popular class of business metaphors refers to business dealings perceived as game and sports. The number of body, health and medicine metaphors that refer to either a company, a market or an economy is also impressive.
The target domain we want to understand and present in a metaphorical way is either 'business' or 'business dealings' or 'business organization'. The source domain (e.g. fight, competition, game) is a way of presenting human experience accumulated over time and it tells us how difficult and competitive business has been in the Western world.
Selected characteristics of business metaphors
First, three important characteristics of metaphors need to be mentioned here: (1) metaphors allow for semantic compression of a given utterance, (2) some metaphors are good examples of universality of human thinking and (3) most metaphors are culture specific and language specific.
People generally follow the principle of economy when using language and some metaphors can indeed be used as tools of conveying compressed meaning. The principle of language economy can be exemplified by comparing the following two pairs of utterances:
-In 2009 they went public.
-In 2009 they changed the legal structure of the company i.e. transformed it from a private limited company into a public company by issuing shares and offering them to the general public for the first time in their history. and: -a business park -an area of land where many companies have their buildings. These two pairs if utterances show that by using metaphor we can compress the meaning of a phrase or even a sentence and additionally make our language more expressive, e.g. business angel, Black Friday.
The language of business communication contains numerous examples of universal metaphors that appear in many languages, e.g. those that show business as a fight or war. With figurative expressions people can convey the image of business dealings as fighting with competitors to win a market.
It is interesting to learn that some military metaphors used in business English are also very popular in other languages e.g. business Polish and Russian. English military metaphors, e.g. advertising campaign, promotion campaign, long-term strategy, mission, price war, strategic alliance are also used as exactly the same metaphors in Polish, Russian and, most probably, in other European languages as well. The universality of metaphors of fight and rivalry in these languages probably results from the fact that the European and North American world of business has always been competitive and indeed fighting with rivals is often a key determinant of a business success.
It needs to be stressed that metaphors are always connected with culture and mentality. There are metaphors which may be difficult to understand for non-native speakers because of differences in values, beliefs and the way of thinking. If, for instance, business is believed to be more partner-oriented than transaction-oriented, then we may expect metaphors showing business as a long-lasting relationship and mutual trust rather than fight. Business partners will be treated as friends ready to support each other. Without knowledge of culture and traditions it is difficult to understand, learn and use some metaphors in a foreign language. If we do not share the same values and beliefs, we are not mentally ready and willing to use the metaphors whose underlying concepts are totally strange to us. This may pose a challenge to both business English teachers and learners.
Many metaphors are language specific. They can be used in one language only or in one group of languages. The fact that some metaphors are language specific supports the idea that people think in words and make intellectual use only of words or word combinations that are accessible in their mother tongue. It is worthwhile to quote H.G. Widdowson's opinion that language "signs are arbitrary, and can therefore provide for abstraction: they enable us to set up conceptual categories to define our own world. It is this which enables human beings to be proactive rather than reactive: language does not just reflect or record reality, but creates it. Of course, the languages of different communities will represent different variants of reality, so the explanation of experience is a matter of cultural custom and linguistic convention" (H.G. Widdowson 1996: 17) .
One of the characteristic features of business metaphors is that many metaphors are expressed by extreme and dramatic adjectives (cut-throat, exorbitant, galloping, hard, massive, prohibitive, rocketing, sky-high) ; there are also numerous metaphors using colours (especially black, blue, red, green, white, golden, e.g. black market, blue chips, red tape, green energy, white knight and golden handshake). The former suggests high emotional impact of metaphors, while the latter reflects the importance and symbolic value of colour when labelling things. For instance, in western Europe and North America white is the colour of innocence and black is often the colour of evil (something negative, e.g. Black Friday or illegal, e.g. black market). In the western hemisphere angels are white and the devil is black. In Japan, however, white is associated with death. In China red is the colour of weddings and good luck, while in Europe it symbolizes danger, e.g. red light (R. Trim 2007) .
It should also be noted that metaphors nourish and stimulate our imagination. Therefore they have great commercial value and they are often used in communication between a seller and a prospective buyer, i.e. in sales pitch. Customers are persuaded to buy products that are user friendly, sophisticated, up-market, top-of-the-range, state-of-the-art, based on the latest cutting edge technology which is green, energy saving, and environmentally friendly.
For the same reason metaphors are also used in communication between a producer and a potential customer, i.e. in the language of advertising and promotion. Advertising slogans frequently use figurative expressions, e.g. LG -life's good!, Toshiba -in touch with tomorrow, Skoda -simply clever, or Rossignol -pure mountain company. This way they can better stimulate potential customers' imagination and make a greater impact on their buying decisions. They can create a highly emotional attitude of a prospective customer towards a product or a brand. Additionally, they can convey more meaning than literal expressions used in advertising slogans.
Advertising slogans containing metaphors can promote a brand in a more suggestive and more powerful way. As a result, people tend to remember such advertisements better. A favourable brand image can be created faster provided the metaphor used in a slogan conveys additional attractive information about the advertised brand. As a result of an advertising campaign which skillfully makes use of metaphors in slogans, sales volume may increase significantly. It is therefore justifiable to claim that a clever use of metaphors in advertisements may translate into better brand recognition and, ultimately, into higher profits. The same refers to the language of sales pitch.
Metaphors in business press -a corpus study
Metaphors are extremely popular in business magazines and journals. However, they are by no means confined to the language of journalism. They are also quite popular in many types of oral and written texts used in business communication. In very formal business texts, e.g. trade contracts, official business letters or reports, metaphors are relatively rare. Yet, one can find such popular metaphors as for instance : CEO, bad loans, leverage, targeting, product life cycle, product portfolio, strategy, mission, head office or headquarters even in extremely formal documents.
A small non-representative corpus of business articles published in the Wall Street Journal of 25 February 2015 was examined by hand and many interesting examples of figurative language were found there. The total number of metaphors found in the articles in that single issue exceeded 250 items. Some of them are well-established in the language of business communication (so called lexicalised, standard or 'dead' metaphors), while others are original and brand new (novel or 'living' metaphors). It is difficult to predict which of these new and still considered novel metaphors will be used in the future; some will probably have an extremely short life span.
Metaphors come and go. In the language of business communication, we can witness many lexicalised metaphors that have been used for years (e.g. face a challenge, cut prices, or sky-high prices). Today language users treat them as standard expressions forgetting that the literal meaning of e.g. 'cut' has been replaced by a figurative meaning. We can witness many new metaphors that enter language every day. Only some of them are likely to be in general use for years to come, others will never be used again. The list above shows that business journalists are very creative in inventing new metaphors (e.g. mix of insulin and sugar, blistering report). They are also ready to experiment with old metaphors used in a new context (e.g. trigger a diplomatic uproar, derail demand) . If the Wall Street Journal readers know the figurative meaning of trigger, they find it very easy to understand the meaning of a new metaphor in a new context. Not only journalists but also politicians, scientists and celebrities create metaphors. The famous metaphor of the iron curtain was coined by Sir Winston Churchill, Iron Lady was a product of a Russian newspaper, and the road map metaphor was invented by the US army officers during the Gulf war. Product life cycle was introduced by the Boston Consulting Group specialists. Sometimes metaphors are created to name something new and important in a figurative way, e.g. a relatively new metaphor housing bubble is a product of the 2008 financial crisis, political tsunami appeared after the tsunami attack in Asia in 2009 while fiscal cliff is connected with the US budget deficit in 2013 (the metaphor was popularized by Ben Bernanke).
Discussion
Using metaphors adds authenticity to the language of business communication and enriches it. One fundamental question, however, that non-native speakers of English need to ask is what kinds of metaphors and which specific metaphors to use. It seems justified that only the metaphors that are well-established in the language of business communication should be used. Such well-established metaphors, which are no longer perceived as metaphors (e.g. we are open to suggestions, face a risk, head office, head of department, make an offer, cash injection, lower the price), deserve incorporation into the language of business communication. Non-native speakers are exposed to a variety of metaphoric expressions in authentic business texts. However, it seems reasonable that they should use the most popular, so called 'dead' metaphors only and try not to experiment with 'living' metaphors.
Business English users who are non-native speakers of English may sometimes find it difficult to understand and use some elements of figurative language. Many L2 users find it quite easy to recognize the figurative meaning of metaphors, yet some are not sure about the context in which a given metaphor can be used. As a result, they refrain from using metaphoric expressions, especially multi-word ones which are more difficult to remember. They also tend to avoid those metaphors that do not resemble the metaphors used in their mother tongue.
Sometimes non-native business English speakers cannot understand a metaphor because the words in it are from a different area of ESP. For instance health metaphors used in business communication may be difficult to understand because of medical vocabulary items they contain (e.g. 'backbone ', 'blister', 'bruise', 'palpable', 'recovery room' found in the Wall Street Journal corpus). These vocabulary items are perfectly well understood by all native speakers (not only by medical professionals), yet they may be problematic for non-native business English users. It seems to suggest that poor knowledge of non-business vocabulary may be an obstacle to understanding some metaphoric expressions.
Metaphor is often treated as a peripheral rather than central part of language description and language instruction (F. Boers 2000) . Metaphor is, however, a natural and frequent component of business communication and it deserves attention. The paper presents about 500 most popular 'dead' business metaphors and classifies them according to (1) their formal structure and (2) the concept underlying a given metaphor. It is hoped that the presented categorization of popular metaphors may be helpful in a better description of business English. It is also hoped that the paper may contribute to increased awareness of the importance of figurative language in business. Further studies are needed to better analyse and understand the role of metaphors in business communication.
